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A Success from the Start

* The effort to develop cruise ship business in Santa Barbara took root at the height
of the last recession, a time of real stress for our community.

* As iéloften the case in Santa Barbara we joined together to find a solution for our
problem.

e An alliance of community leaders and organizations worked in tandem to provide
the infrastructure and marketing necessary to develop the cruise ship business we
profit from today.

* The coalition that worked so successfully to establish this new economic generator
included elected officials, waterfront department, Downtown SB, the Chamber of
Commerce as well as Visit Santa Barbara.
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Strategy

* Bring cruise ships to the city.
* Serve passengers effectively at our port of call.

* Coordinate these cruise ships in a way that mitigates any possible
disruption to our local lifestyle or the environment.

* Continue to successfully partner with Downtown Santa Barbara, the
Waterfront, the Chamber, MTD and more.




Timin.

UuQ

* Cruise ship visits from September to December and January through
June — off-season and mid-week.

* Each cruise ship request is carefully vetted.




Benefits

* Business boost in the off-season for tour operators, restaurants, wineries
and local attractions.

* Exposure to Santa Barbara to encourage potential future visitation with
overnight stays.

* Head fees collected go toward Waterfront improvements.




Quotes

My company has been working with Carnival and Holland America cruise ships for the past 3 years and we have
seen consistent steady growth since our start with them. This past year we nearly doubled what we made from
their guests in 2015, which amounted to roughly 20% of my total sales for 2016. The cruise ships have been an
incredible boost to my company's revenue and profits.

— Tara Jones, Eat This, Shoot That!

The revenue that we receive from the cruise ships accounts for about 70% of our entire revenue for the year. We
would, literally, be out of business if it weren't for that revenue stream coming in.

— Mary Beth Farrell, Wine Edventures

As one of the first tour operators involved with cruise ships, we have benefitted from the growth of the cruise
ship arrivals. And we are now able to employ more drivers and staff year round.

— Teddi Drew, SB Trolley Company
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Process

* Destination Analysts, a leading industry research firm, selected to
administer and conduct study.

* Primary objective: to arm our industry with updated, critical information
about Santa Barbara South Coast area cruise ship visitors, as well as
other data to help us better sell Santa Barbara as a premier destination
for leisure and group travel.
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Research Objective

The primary goal of this research undertakihg was to measure the

economic impact of cruise passenger visitors to Santa Barbara.
™Y



Methodology

e Short 14-question self-administered survey questionnaire

 Visitors were intercepted as they re-boarded their ships

e Passengers from 5 cruise ships from 5 cruise lines were
surveyed

* These cruise ships were specifically selected to obtain an
even representation of both budget and luxury cruise lines

* Respondents were given a small gift for their participation

In total, 804 completed surveys were collected.

Destination Analysts’ survey team member surveying cruise ship passengers near the waterfront.

Destination ¢Ana lysts

DO YOUR RESEARCH



ECONOMIC IMPACT
ESTIMATES



Economic Impact Estimates, Annual 2016

213  %Change
Total Economic Impact (Annual) $3 908 599 _
] )

Number of Cruise Ships 21 29 _
Number of Passengers 51,744 80831 [P
Direct visitor spending [ (s
Retail $708,047 $1,246,573
Restaurant $739,483 $1,436,195
Entertainment & sightseeing $170,775 S342,361
Misc. other visitor spending $517,599 $286,470
Total $2,135,904 | $3311,599  [EEELY SR

Fiscal Impact [ e
Passenger fees $258,815 $555,000 o 1144%

Police (payments to) [EEEEEREO PO 333%

Sales taxes generated [P IEE N (RO | 1326%

Total fiscal impact (city finances) [EEEFZN S 107.5%
Excursion-related Economic Activity [ s
Total Estimated Excursion Spending $435,211 _
Leakage -$122,869 | 5264240  (NEEEENERCNS

Excursion-related Economic Impact $312,342 _

Destination ¢Ana lysts

DO YOUR RESEARCH




Impact by Spending Type

Entertainment & Misc. other visitor
sightseeing, 8.8% spending, 7.3%

Passenger
- fees, 14.2%

Restaurant,
36.7%

N

Police (payments
to), 1.1%

Retail,
31.9%
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DETAILED FINDINGS



Country of Residence (Top 13)

United States s 72 .9%

e 18.5%
United Kingdom 12.1%

11.0%

Australia 11.0%
10.5%

Mexico 10.5%
10.5%

Romania 10.3%
10.3%

japan 10.3% Note: Forrt])udget

0.3% was only available

Belgium 10.3% English

0% 20% 40% 60% 80%

Question: Country of Residence. Base: All respondents. 778 responses.




Point of Origin: State Point of Origin: MSA

California G 50.5% Los Angeles-Long Beach, CA | 13.2%
Washington Il 6.7% Riverside-San Bernardino-Ontario, CA [[IINIGGN 7.3%
Florida B 4.7% San Francisco-Oakland, CA |GG 6.5%
Arizona 1 4.7% San Diego, CA [ 6.5%
Nevada M 3.6% Seattle-Everett, WA [ 4.3%
Texas M 2.6% Sacramento, CA [ 3.9%
Utah W 2.2% Orange County, CA [ 3.9%
Oregon MW 2.2% Phoenix-Mesa, AZ [ 3.4%
New Yofk ¥ 1.9% Las Vegas, NV-AZ [ 3.0%
Georgia N 1.5% sanJose, CA [N 2.0%
New Jersey N 1.3% Portland, OR-WA [ 2.0%
Pennsylvania 11.1%
Vallejo-Fairfield-Napa, CA [l 1.6%

Missouri 011.1% ]
Santa Rosa, CA 1.4%
Indiana 11.1%
Y 1.4%

.. New York, NY-NJ
lllinois 11.1%
Atlanta,GA I 1.4%

0% 20% 40% 60% oo o L% .

Question: What is your zip/postal code? Base: All respondents. 535 responses.




First Time Visit to Santa Barbara Travel Party Composition

Couple - Traveling with
spouse or significant other

Group - Traveling with a
group of friends, coworkers,
etc.

No, 43.6%

N

Family - Traveling without
children

\ Yes, Family - Traveling with
56.4% children

Single - Traveling alone

0% 20% 40% 60%

Question: Was this your first visit to Santa Barbara? Question: Which best describes your immediate travel party? (Select one)
Base: All respondents. 804 responses. Base: All respondents. 804 responses.




Santa Barbara Activities Other Santa Barbara Activities

sightsecing | o2.5%
shopping [ 61.1% Mission Santa Barbara _ 29.3%
oining | 41.9%
Santa Barbara Harbor [N 19.0% Santa Barbara Courthouse - 14.6%
Stearn's Wharf - 15.6%
1 0,
Tooka citytour [ 14.0% Reagan Library - 12.2%
Wine-tasting - 7.5%
P . o
Museums/art Galleries [l 7.3% Visit friends/family - 12.2%
Beer-tasting [l 4.8%
Bike rental - 9.8%
Santa Barbara Zoo l 3.4%
Booked a shore excursion DIRECTLY WITH I 2.7%
. (1]
A VENDOR 0% 10% 20% 30% 40%
other [N 20.9%
0% 20% 40% 60% 80%

Question: If you did not go on an excursion today or if you had time Question: If you did not go on an excursion today or if you had time before/after your
before/after your excursion, what activities did you do during your visit? excursion, what activities did you do during your visit? (Select all that apply) Base:
(Select all that apply) Base: All respondents. 786 responses. Respondents who said they participated in “other” activities. 58 responses.




Modes of Transportation Used in Santa Barbara

50 cent Shuttle [ 36.6%
Tour bus [ 29.2%

Taxi

Public bus

Uber/Lyft

Bicycle

Pedi-Cab

0% 20% 40% 60%

Question: Which modes of transportation did you use while in Santa Barbara?
Base: All respondents. 804 responses.




Travel Party Spending in Santa Barbara

More than $400
$301-400
$201-300
$101-200

$51-100
$1-50
SO

0% 10% 20% 30% 40%

Question: Please, estimate your total expenditure during your visit here on
excursions, meals and shopping if applicable. Base: All respondents. 798
responses.




Satisfaction with Santa Barbara Santa Barbara Experience vs.

Experience Expectation

M Better than | expected

Very satisfied _ 77.5% Scenic beauty

Friendliness

Satisfied - 19.4% Relaxing ambiance

Lots to see and do

Neutral - neither satisfied I 5 5% Food scene
nor unsatisfied ) ]

Shopping

Unsatisfied 0.3% Romantic ambiance

Outdoor activities
Family friendly
Arts & culture

0% 20% 40% 60% 80% 100% Affordability
Wine experiences

Very unsatisfied 0.4%

0% 20% 40% 60% 80%

Question: How satisfied are you with your visit to Santa Barbara? (Select one) Question: Thinking about your experience on this trip, how did Santa Barbara
Base: All respondents. 804 responses. compare to what you expected before arriving? Base: All respondents. 795 responses.




Recommendations for Improvement

More buses/shuttle service 14.1%

Alleviate cruise ship onboarding
congestion

8.5%

Address homelessness issue 7.7%

More shops/shopping - 4.2%
Docking the Cruise Ship - 3.5%

Improve speakers on city trolley - 3.5%

Finish construction - 3.5%

Make stop-over in Santa Barbara longer - 3.5%

Offer bottles of water at hospitality desk - 3.5%

More signage - 3.5%

0% 5% 10% 15% 20%

Question: What recommendations for improvement do you have? Base: All
respondents. 142 responses.

Next Likely Visit to Santa Barbara

Within the next 1-2
B 7.7%
months

Within the next 1-2 years 41.1%
More than two years from
18.4%
now
Never - unlikely to return I 1.9%
| don't know 32.2%

0% 20% 40% 60%

Question: When are you most likely to make your next visit to Santa Barbara?
(Select all that apply) Base: All respondents. 804 responses.
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